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Abstract 
As the tourism sector is continually evolving, touristic destinations and service providers should give close 
and thoughtful attention to customers’ satisfaction, particularly during the Covid-19 pandemic period. Tourism 
for Greece represents one of the most valuable pillars of the economy and the impact of the pandemic to the 
sector and GDP will be significant. In this era, it is evident the importance of the Sustainable Development 
Goals and effective Destination Management that will take into consideration all aspects of the local 
communities. Customer satisfaction is crucial to improving strategies that destinations must follow to service 
quality and satisfaction management strategies. Recent consumer and technological trends make customer 
satisfaction more important than ever. This paper aims to investigate the characteristics, preferences, images, 
satisfaction levels, and the overall experience gained by the tourists visiting Lesvos island in the North Aegean 
Region Greece. Primary research was conducted and the airport of the island during departure in 2019. The 
useful gathered questionnaires (201) provided helpful information to the island’s DMO related to the visitors’ 
demographic characteristics, destination perception, awareness and competitiveness, satisfaction and overall 
experience. The basic research findings were the strong impression of the visitors about the authenticity of the 
destination. They also believe that prices are excellent and the rate of value for money is high. At the same 
time, visitors think that the island is not promoted very good and the image/brand of the island is not very clear 
and well defined. It is the first research conducted to visitors departing from Lesvos island to the authors' best 
knowledge. The results and discussion of this study will be useful to the islands’ DMO and the island's tourism 
authorities and the North Aegean Region and other similar island destinations, which wish to maximize the 
benefits of tourism development.  
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1. Introduction 
Since the tourism sector is continually evolving, touristic destinations and service providers should give close and 
thoughtful attention to customers’ satisfaction, particularly during the Covid-19 pandemic period. With no vaccine 
to prevent the expansion of the disease, most countries turned to other “non-pharmaceutical interventions” 
(Gössling, Scott and Hall, 2020). Examples are locked down, social distancing, closure of schools and universities, 
changing workplaces postponing events and many others (Gössling, Scott and Hall, 2020). The restrictions 
mentioned above have changed the world in every respect and, consequently, the tourism system, including the 
international and domestic travel, tourism demand, and the general tourism industry (Wu and Chang, 2020; 
Gössling, Scott and Hall, 2020). The spread of COVID-19 results to essential changes to the way that tourists 
are traveling, having safety and security as the most significant parameters in their journey since they can 
change quickly and without warning WTTC, 2020). After all, there is evidence justifying that “COVID-19 will 
be different and transformative for the tourism sector” (Gössling, Scott and Hall, 2020). However, many people 
continue to travel either for leisure, business, and humanitarian purposes (WTO, 2020). Monitoring customer 
satisfaction is very crucial to improve the strategies on service quality and satisfaction management. The recent 
consumer and technological trends make customer satisfaction more important than ever before (Confente, 2015; 
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Mӧhlmann, 2015; Sharma and Baoku, 2013; Sparks and Browning, 2010; Wang, 2016). These trends justify 
that consumers are continuously searching for new ways of ‘purchasing’ and ‘consuming’ tourism. 
2. Literature Review 
Oliver (1997) and Wang (2016) define satisfaction as the consumers’ overall cognitive or affective response 
to product use. Besides, (Chen, Huang and Petrick 2016; Wang, 2016) argue that satisfaction is customers’ 
judgment of whether a product or service provides a level of consumption-related fulfillment. In the article 
(Uncles, East and Lomax, 2013), customer satisfaction is determined by “overall feelings, or attitudes, a person 
has about a product after it has been purchased”. Various researchers examined tourist satisfaction and loyalty 
since they are the key determinants of tourism success (Eusebio and Vieria, 2013; Herle, 2018; Wang, 2016). 
Satisfied tourists usually transmit their experiences to others and revisit the place (Wang, 2016; Herle, 2018; Chen, 
Cheng, and Kim, 2020; Abdellatif, Ksouri, Ayoun, and Storai, 2014). As literature affirms, tourists’ satisfaction 
results from the combination of various variables (Herle, 2018; Abdellatif, Ksouri, Ayoun, and Storai, 2014), 
which are determined by the comparison of tourists’ perception of products and services they receive and their 
expectations before and during the trip (Wang, 2016). Yet, some researchers and practitioners support a new strategy 
for creating customer loyalty based on consumers’ experiences and emotions. (Chen, Cheng, and Kim, 2020; Stylos, 
Bellou, Andronikidis and Vassiliadis, 2017). Besides, in the tourism context, satisfaction is primarily referred to as 
a function of pre-travel expectations and post-travel experiences. The tourist is satisfied when experiences go 
beyond the expectations (Aliman, Hashim, Wahid and Harudin, 2016). However, if the tourist feels 
displeasure, dissatisfaction will be expected (Chen and Chen, 2010; Wang, 2016). Considering the above, 
tourists’ satisfaction is one of the essential variables when analyzing tourist behavior, as it influences the 
destination selection, the consumption of products and services, and the decision to return. 
2.1 Assessing the level of satisfaction. Many theories and perspectives in the sector of tourism have worked 
with the analysis of tourists’ satisfaction and one of them is a paradigm proposed by Oliver (1980) and Oliver 
and Desarbo (1988). The Expectancy Disconfirmation Theory discusses that tourists have previous 
expectations before even receive the service and it is compared with the perceived outcome of the offered 
service. Also, the Equity Theory supports that tourist satisfaction can be considered as a relationship among 
the sacrifices and rewards the tourist expects in terms of time, cost or effort and value received (Oliver and 
Swan, 1989). The Normative Theory specifies the need to set a common point as a reference to which 
individuals’ opinions can be measured about Latour and Peat (1979) work. Therefore, tourists could compare 
their present destinations with other alternatives or previous experiences (Yoon and Uysal, 2005). Many 
countries have created tools to measure satisfaction like the Swedish Customer Satisfaction Barometer (SCSB), 
the American Customer Satisfaction Index (ACSI), the Norwegian Customer Satisfaction Barometer and the 
European Customer Satisfaction Index, which was introduced in 2000 (Tovmasyan, 2019).  
2.2 Satisfaction Variables. Assessing the level of tourist satisfaction is not sufficient if it is measured in 
isolation of other variables. In a study related to customers' emotional outcomes of a tourist experience, which 
are often associated with the emotions of pleasure and indulgence, Ma, Gao, Scott and Ding (2013) believe 
that a psychological perspective must be embedded. Bigne and Andreu (2004) support that satisfaction is a 
cognitive and emotional phenomenon and they proposed a cognitive/emotional integrating model to explain 
satisfaction. Oliver proposes in (Oliver, 2015) an interesting definition that satisfaction is a "pleasurable 
fulfillment". Besides, the study (Giese and Cote, 2000) supports that satisfaction levels are associated with the 
context in which it is evaluated. They argue that there are three essential elements of context: a) response to 
an emotional judgment, b) a specific aspect of the service and c) a particular moment in time. In sum, it is 
essential to consider that the costumers' reaction to emotional experiences depends on the situational context 
and the complexity of the subject's interpretation or valuation of the subject's activities. Few studies exist that 
focus on analyzing the causes that lead to a certain level of satisfaction. It is necessary to perceive satisfaction 
as a process linked to the offered service needs, motivations, and characteristics to understand the emotional 
experiences that clients may face during their interaction with the service providers (Gountas and Gountas, 2007).  
Several researchers are trying to analyze why people are traveling and what they are expecting from their 
destination. They are mainly interested in the motives behind their trip (Vuuren and Slabbert, 2011; Andrades, 
Dimanche, and Likevich, 2015). Jang and Feng (2007) support that motivation is a dynamic process of inner 
psychological factors and words such as choice, effort, novelty and persistence involve overtime. First, it is 
very important to understand each tourist and the forces that drive individuals to be tourists. These forces are 
categorized in intrinsic and extrinsic approaches to motivation regarding the (Page, 2011). In particular, the 
intrinsic approach pinpoints that every person has unique needs that simulate them to consume tourism, some 
of which are associated with fulfilling their individual or internal requirements. On the other hand, the extrinsic 
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approach to motivation examines external factors such as attitudes, preferences and perceptions. Although 
analyzing tourist motivation is based on psychological values and features (Page, 2011), it is argued that 
tourism demand is derived from a consumer decision-making process at a practical level. Three elements are 
generated through this process; a)energizers of demand: factors that influence individuals on their decision of 
selecting a holiday, b)filterers of demand: psychological, sociological and economic constraints besides 
individuals’ desire to travel and to go on holiday, c) affecters: factors that either enhance or diminish the 
energizers of demand, meaning those factors which influence the selection of a holiday. Although the above 
factors influence the travel decision-making process, they still do not explain the reasons that motivate people 
to travel or to go on holiday. Page (2011) suggests the usefulness of understanding how the needs and desires 
of individuals fit in their lives. Finally, it argues that Maslow’s hierarchy model can be understood in a tourism 
context.  
Furthermore, tourist literature defines motivation as a series of needs that force individuals to participate in a 
tourist activity (Pizam, Neuman and Reichel, 1978). Besides, Sadeh et al. (2012) consider expectations an 
essential variable of satisfaction in the service sector. The levels of expectations and satisfaction are of great 
importance in sustainable tourism development at a given destination. Many definitions have been given to 
describe expectations, some of which can be found in Akama and Kieti (2003) studies and, most recently, in 
the Dixit, (2017) that suggest that tourists have an initial expectation of service before they consume it.  
Bosque, Martín, and Collado, (2006) indicate that expectations are formed through experience, which can be 
described as the tourist’s level of previous satisfaction with the service, communication from the service 
provider and the tourist’s perceived image of the service. Finally, it is believed that expectations are always 
changing as tourists are well informed about the alternative options in the tourism industry. Tourists’ 
expectations can influence their feelings about a service or product and consequently, their satisfaction. Tourist 
expectation affects the perceived value and satisfaction (Song et al., 2012; Lee et al., 2011). The destination 
expectation can be the basis for assessing the money paid and the service delivered. 
Another essential variable of satisfaction is the perceived quality of service, which is determined by customer 
perception. Tourism research defines perceived quality as the “visitor’s assessment of the standard of the 
service delivery process in association with the trip experience” Other researchers suggest that the essential 
requirement that increases tourists’ satisfaction is the quality of service offered (Chen and Tsai, 2007; 
González, Comesaña and Brea, 2007; White, 2006). Among many researchers, the tourist perceived values 
about tourists’ satisfaction since the customer’s assessment of the services based on the perceptions of what is 
received and what is given. Lovelock (2000) suggests that the perceived value is a trade-off between perceived 
benefits and perceived costs. As equity theory also reveals (Oliver and Swan, 1989), satisfaction exists when 
the amount received is more than what is spent by the customer. Besides, the researchers Song et al. (2012), 
Chen and Chen (2010), Haung and Su (2010) support that tourists will feel satisfied if the quality of service 
provided is higher than the money paid. Every tourist will consider the costs and risks encountered when 
planning to travel to a destination. Expenses and Risks can be increased or low and that is depending on 
individuals’ personalities. The low risk and the low cost can influence repeated visitations and destination 
reputation for safety (Aliman, Hashim, Wahid and Harudin, 2016). Many factors can influence perceived costs 
and risks, some of them are the experience, personal characteristics, ecosystem forces such as political stability, 
economic conditions and so on. Therefore, many travelers choose to travel to destinations that offer low costs 
and low risks. Another key variable of satisfaction related to the holiday decision process is the distance to the 
destination. Studies that are dealing with destination selection discuss that the distance of a destination may 
either be a deterring or an attractive factor (Nicolau and Más, 2006). The selection of a distant destination 
depends on tourists’ desires and time availability. In the work of Aliman, Hashim, Wahid, and Harudin (2016), 
it is discussed that the image of a destination is also significant since it influences tourists’ behavior, such as 
their decision-making process, selection of destination and, of course, satisfaction. According to Chen and 
Kerstetter (1999), tourists’ selection of a destination over another, highly depends on the positive image aspects 
instead of the negative ones. Some other researchers support that destination image must be positive and strong 
enough to be selected by travelers (Ross, 1993; Hunt, 1975). Finally, cultural characteristics can also influence 
satisfaction. Wan and Chu (2013) suggest that unsatisfied customers in an individualistic culture are more 
likely to complain about service failure than those in a collectivist culture. 
2.3 Destination Variables. Although satisfaction is the focus of businesses operation, it is also the most 
powerful indicator of destination performance and management as it shows the way to differentiation. 
Choosing a destination is a decision process which includes various factors such as the expectations before 
and after the trip and the tourists’ perception of the service (Mcdowall, 2010). Many research articles argue 
that tourists evaluate a place regarding their feelings or the effective quality of the destination. Visitors may 
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also be motivated by place’s appearance, sights and/or emotional qualities that will eventually help to fulfill 
their psychological needs (Kim, Ritchie, and Mccormick, 2010; Marinao, 2018; Franzoni and Bonera, 2019; 
Chen, Cheng, and Kim, 2020; Marinao, 2018; Franzoni and Bonera, 2019). A destination creates links with 
the visitors which can be positive, neutral or negative. Therefore, it can create strong relations between 
products and emotions in tourists’ mind (Marinao, 2018).  
According to (McGehee, Loker-Murphy and Uysal, 1996), tourists need to travel and look for products that 
initially feel that they can satisfy their needs. In the decision process, they are influenced by internal and 
emotional factors and the characteristics and the activities provided by the destination (Uysal and Jurowski, 1994). 
The dynamic model of tourist behavior discussed in Woodside and Dubelaar (2002) reveals that tourists' 
decisions and behavior depend on the relationships between different variables generated in three stages. The 
first stage relates to those variables that lead to the decision before the journey and influence tourists' behavior 
at the destination. The second stage relates to the tourists' experience at the destination. It includes those 
variables that are associated with the consumption of the service. The third stage looks at the variables related 
to tourists' experience and their intended behavior. In the light of the above, tourism destination is a "complex 
activity of goods, services and production units which offers a tourism experience to individuals or groups of 
people who temporarily leave their place of permanent residence and travel to a tourism destination of their 
choice, to satisfy their tourism needs or desires" (Gaki, Kostopoulou, Parisi, and Lagos, 2016). It is further 
supported that tourists have become more mature and informed, and selecting a tourist destination becomes 
even more complicated. 
Every tourist destination offers multiple services from which tourists have the opportunity to select from a 
wide range of available alternatives according to their age, income, cost, risk, distance and so on (Kozak, 2002; 
Beigpoor Shahrivar, 2012). Other researchers have tried to classify the main attributes of every destination. 
For example, the variable of destination image has strengthened factors like climate, culture, architecture, 
transport, entertainment and cost (Rodriguez et al., 2006; Beigpoor Shahrivar, 2012). The information about a 
destination that visitors retrieve from the various sources, results in the formation of a Destination Image in 
their minds (Molinillo, Liébana-Cabanillas, Anaya-Sánchez, and Buhalis, 2018) Destination image is 
particular important in tourism destination success because it can influence the destination selection (Molinillo, 
Liébana-Cabanillas, Anaya-Sánchez and Buhalis, 2018). Interesting are also the definition given by 
(Crompton, 1979) “the sum of beliefs, ideas, and impressions that a person has of a destination”. More recently, 
(Lai and Li, 2016: 10) have defined tourist destination image as “a voluntary, multisensory, primarily picture 
like, qualia-arousing, conscious, and quasi-perceptual mental (i.e., private, non-spatial, and intentional) 
experience held by tourists about a destination”. Dann (1977) also refers that individual motivations are 
classified in Push and Pull factors. The ‘Push’ factors are intangible aspects, for instance, the individual inner 
desires which are linked to internal and emotional factors (Kassean and Gassita, 2013). Such motivations are 
the desire for rest, adventure, relaxation, health, social and family relationships and drive tourists to live new 
experiences (Yoon and Uysal, 2005). On the other hand, the ‘Pull’ factors are the tangible aspects of a trip like 
the image or the degree of attractiveness the destination has (Kassean and Gassita, 2013). Since motivation is 
a dynamic concept and can change in time, different tourist profiles-which are also dynamic-, depend on this 
variable (Jang and Feng, 2007). Therefore, motivation has been characterized as a segmentation variable in 
tourism that helps tourist industry to promote those attributes that best suits certain group of tourists (Laws, 1991; 
Kim, 1999; Kozak, 2002). As Wesley et al. (2006) supports the variation in tourists’ profiles, lead to different 
styles of costumer or consumer purchasing decision.  
Additionally, previous studies of (Chu and Choi, 2000; Crotts and Erdmann, 2000; Füller and Matzler, 2008; 
Reisinger and Turner, 1997, 1998; Turner, Reisinger and McQuilken, 2002; Yu and Goulden, 2006 ) argue 
that satisfaction may vary according to socio-demographic and trip characteristics such as age, occupation, 
lifestyle, country of origin, national culture and purpose of trip. Other study included socio-economic and 
behavioral indicators as inevitable factors that influence tourist satisfaction, thus, other variables that added to 
the previous list are marital status, education, income and ethnic background (Beigpoor Shahrivar, 2012). A 
definition for tourist satisfaction has been discussed for many years, and many approaches are associated with 
it. In this research Tourist satisfaction could be defined as “a collection of tourists’ attitudes about specific 
domains in the vacationing experience” (Pizam, Neumann, and Relchel, 1978: 317). To this extent tourist 
satisfaction is the experience they gained from their visit in a specific destination. Tourism is seen as a business 
of selling memorable experiences. Therefore, tourists are planning a trip to visit a desirable destination 
according to their needs, they are consuming the products or experiences the place is offering, they are creating 
memories and they are sharing these memories. During their trip they have contacted with service providers 
or host residents. Throughout the entire process tourists create their own opinions of a destination by comparing 
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their actual experiences with their expectations. Customers formed expectations based on their experience, 
friends and relatives, marketers and competitor’s information, and promises (Mcdowall, 2010). If performance 
exceeds expectations, they are satisfied otherwise, if they do not meet their expectations, are dissatisfied. 
Additionally, it is observed that the contemporary tourist wants to live a unique experience and is not 
particularly interested in purchasing a standardized product/service. The tourist destinations must give priority 
in achieving tourist satisfaction to meet the new needs (Corte, 2015). Tourist satisfaction assists in 
understanding the performance of destinations. If destinations identify attributes that satisfy the visitors, 
increase the chances of convincing tourists to revisit. Mcdowall (2010) perceive satisfaction as part of a 
“vacation sequence”, which is also constructed along with generic expenditure, information acquisition, joint 
decision-making, vacation activities, and subsequent satisfaction and complaints.  
Tourism is considered one of the most competitive industries since the managers (DMOs) must understand 
tourists’ needs and develop quality products and services to satisfy their needs. There is an excessive need to 
measure tourist satisfaction and offer more authentic experiences to tourists to increase destination loyalty and 
competitiveness among tourist destinations. One of the best ways to evaluate tourist satisfaction is through 
surveys. Surveys in tourism are a monitoring tool that identifies the level of satisfaction and contributes to 
improving destinations’ quality and competitiveness. Undoubtedly, a tourist satisfaction survey aims to 
determine the level of fulfillment of tourist expectations and the key components that attract tourists to a 
destination. The survey ultimate goal is to collect data and construct a baseline for evaluating visitor 
satisfaction, considering various variables related to tourist’s satisfaction and destination when they formed. 
Besides identifying tourists’ needs, measuring the level of satisfaction, and pinpointing the authentic 
experiences may have during their visit, a survey may also generate suggestions on priorities for products and 
service and understand tourists’ motives and selection of activities. Surveys may collect information about all 
aspects of the trip; from planning, information sources, reasons for choosing the destination, infrastructure, 
transportation, gastronomy, cultural heritage, etc. Moreover, it measures which of these components and to 
what degree they influenced positively or negatively the overall tourist satisfaction of a given destination 
(Ahmetaj, 2019). 
2.4 Destination Management Organisations. According to WTO (2007), destination management calls for 
a coalition of many organizations and interests working towards a common goal. The DMO’s role should be 
to lead and coordinate activities under a coherent strategy. The tourism industry defines Destination 
management as a process that involves coordinated actions in managing marketing, local accommodation, 
tours, events, activities, attractions and transportation and other sources as activities that target to control the 
economic, socio-cultural and environmental aspects of a destination. Destination management aims at assuring 
that tourism positively affects the destination in terms of maximizing the benefits of supply and demand. DMO 
is a management process that not only ensures tourism is beneficial for a destination, but it also helps to develop 
its long term travel and tourism strategy. The responsibilities of DMOs may be different according to tourism 
destinations (Tuohino and Konu, 2014). They also argue that in some areas, the DMO may play a crucial role 
in destination development and growth, which is defined in terms of the “number of visitor arrivals and their 
expenditure”(Hall and Veer, 2016), others - a minor role. 
DMOs are a remarkable component of the tourism system. In (Molinillo, Liébana-Cabanillas, Anaya-Sánchez, 
and Buhalis, 2017), DMOs are described as a “strategic leader in destination development” responsible for 
driving and coordinating all the components that constitute a destination such as marketing, attractions, 
amenities, access and pricing. In tourism, industry perceptions are essential for destination competitiveness 
(Hall, 2014). DMOs are considered, by industry and other stakeholders, as a tool useful for attracting tourists, 
public funds for tourism promotional and other campaigns that would otherwise not be obtained. Under the 
above circumstances, DMOs will likely continue its necessity and continuation (Hall and Veer, 2016). Yet, it 
is essential to realize that DMO should consider a range of social, political and economic changes that affect 
the control and the power relations for managing tourism’ (Dredge, 2016; Hall, 2010; Hall, 2011).  
The Internet and WEB 2.0 have changed the way that users and travelers access information and share their 
travel experiences and the method of planning and booking their trips. Many tourists use social media to decide 
destinations, accommodations, restaurants, tours and attractions (Chung and Buhalis, 2008). The most 
significant evolution in the era of the Internet is the development of social media. More specifically, the various 
social media platforms allow users to communicate, collaborate, and share their content examples of videos, 
wikis, blogs, photos, and others. Besides, there are many websites and review sites used by online travelers 
that host consumer-generated context and online advertisements (Hays, Page, and Buhalis, 2013). As such, 
WEB 2.0 supports the integration of "information presentation, collaboration, communication, interactivity 
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and transaction" (Gretzel, Fesenmaier, Formica, and O'Leary, 2006: 147). An interesting subject in tourism 
research since the 90s is the use of information and communication technologies (ICTs) by DMOs (Molinillo, 
Liébana-Cabanillas, Anaya-Sánchez, and Buhalis, 2018; Buhalis, 1993, 1998; Poon, 1993; Sheldon,1997). The 
evolution of the Internet has changed the marketing practices of DMOs (Law, Buhalis, and Cobanoglu, 2014), 
which have to face the challenges that have been arisen and change their strategies to meet the current 
requirements (Hays, Page, and Buhalis, 2013). DMOs can use the Internet to customize their information and 
directly interact with tourists (Hays, Page, and Buhalis, 2013; Law et al., 2014; Buhalis and Law, 2008; Pike 
and Page, 2014), that lately are extensively using as source of information the existing DMOs' websites and 
social media (Qi, and Buhalis, 2010; Woodside, Ramos-Mir, and Duque, 2011). Online information influence 
tourists' behavior. Tourists' interaction with websites and social media allows individuals to travel to the desired 
destinations without physically being there (Buhalis and Law, 2008), which leads to the formation of the 
destination image. 
It is argued that due to the rapid development of social media, marketers and institutions cannot have total 
control over the destination image or a product. (Hays, Page, and Buhalis, 2013). Since 2006, Gretzel, 
Fesenmaier, Formica, and O’Leary have discussed the challenges that DMOs may face due to the internet and 
social media evolution. They suggest that DMOs have had websites and online advertising before the evolution 
of WEB 2.0 and social media. Changes in media technology and associated business practices also affect 
DMOs. Furthermore, the various distribution channels in media have been an issue for DMOs for more than 50 
years as new media technologies emerge. DMOs have succeeded in adapting like many organizations did (Hays et 
al., 2013). Emphasis has been given on relationship marketing and customer focus (Grönroos, 1994), including 
those through social media, to generate behavioral change. Furthermore, new tactics such as viral marketing 
have also been adapted by DMOs as a response to the rapid development of social media in particular markets 
as that of tourism. To not forget that marketing through social media is very similar to how tourism uses social 
media (Hays, Page, and Buhalis, 2013). 
Nowadays, tourists want to be completely involved with the destination they visit. It is essential to create 
experiences and relevant to the particular place and a link in their minds between the activity and the location 
to achieve the full advantage of their journey. According to the concept of «experience» Franzoni and Bonera 
(2019) believe that it is perceived as “something strange” that happens to individuals and is only accessible by 
visitors who are engaged to it. It is generally approved that individuals create their unique experiences based 
on “previous experiences, education, values, attitudes and beliefs”. In the tourism industry, the experiences are 
developed through “visiting, learning and enjoying different activities” in the selected destination outside the 
regular place of tourists’ work and residence (Cetin and Bilgihan, 2015; Page and Connell, 2006).  
DMOs need to focus on the experiences gathered and the competitive dimension analysis to achieve the 
fulfillment of visitors' needs and gain a high level of satisfaction. Specifically, DMOs must know travelers' 
opinions to build their strategy based on actual tourists' recommendations and views (Molinillo, Liébana-
Cabanillas, Anaya-Sánchez, and Buhalis, 2017; Franzoni and Bonera, 2019) rather than relying on assumed 
responses. It is incredibly difficult for researchers to explore and interpret what the examinees express in oral, 
writing, or behavior. To accomplish it, they must look at tourists in the field and ask for their impressions on 
the product/service at the time they consume it. Therefore, DMOs must be fed with useful information to 
analyze and estimate visitors' experiences in a specific destination. As a result of information gathering will 
be the conceptualization of further actions that need to be taken cable to improve and increase the reliability 
and maintain the increased interest of the destination. 
2.5 Destination Management Organizations and Tourist Satisfaction. An important field of studies has 
become the measurement and evaluation of tourists' experiences (Tung and Ritchie, 2011; Kim, Ritchie, and 
Mccormick, 2012) and surveys, which are considered a way to gather information concerning the measurement 
of tourists' experiences and satisfaction of a given destination. It is also supported that a successful evaluation 
is achieved through tourists' observation in their natural habitat (Franzoni, 2015). Various attributes can 
contribute to real destination competitiveness. These attributes refer to the variables that influence tourists' 
satisfaction or dissatisfaction during their vacation (Corte, 2015). In any way, the analysis of the satisfaction 
survey results can be proved useful to define the future destination promotion activity and identify corrective 
actions, aiming to maintain, increase or implement the experiences required to increase tourists' satisfaction 
and, in the end, achieve loyalty. Moreover, another reason for measuring and explaining satisfaction is to 
perceive the extent to which the suppliers of a particular destination understand and respond to visitors' needs. 
Additionally, it is a way to identify which elements of the destination's offer need improvement. Undoubtedly, 
tourists' comments, complaints and suggestions are the most valuable sources for improvements and 
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innovations. Consequently, successful destination management can be achieved through various research that 
measures tourist satisfaction. It is well known that tourist satisfaction influences destination choice, the 
consumption of products and services, and the decision to revisit (Corte, 2015). Most researchers agree that 
measuring and evaluating customer's satisfaction in the context of tourism has been part of a process that aims 
to improve the quality of the product and consequently to improve organization's competitive advantage, 
increase customer loyalty and succeed word of mouth and therefore develop a strong reputation in the 
marketplace. Besides, lower transaction costs, improved ability to attract new customers and impact on 
customer retention are also positive effects of tourist satisfaction. Finally, the tourism industry will benefit 
other sectors such as retails, transportation, and construction (Angelova, and Zekiri, 2011; Corte, 2015; 
Aliman, Hashim, Wahid, and Harudin, 2016). As such, DMOs are willing to improve the attractiveness and 
competitiveness of a tourist destination. Therefore, it needs to focus on experiences rather than just services 
(Franzoni, 2015; Neuhofer, Buhalis, and Ladkin, 2012; Neuhofer, Buhalis, and Ladkin, 2015). 
It is a requirement for DMOs to understand the level and the drivers of satisfaction among visitors and the 
causes of dissatisfaction. This information is required to inform strategic planning for future tourism 
development, destination marketing, experience designs and delivery, performance management, and human 
resource development (Beigpoor Shahrivar, 2012; Aliman, Hashim, Wahid and Harudin, 2016). Visitors’ 
satisfaction can lead destinations to long term success and at the same time, it brings benefits for stakeholders, 
industry, visitors and local communities. (Fathimath, 2017). Many researchers describe the outcomes of 
customers satisfaction which are a) word of mouth, b) costumers’ complaining behavior, c) brand loyalty, d) 
continuance, e) recommendation, and f) repurchase intention/repeat visitation (Thusyanthy and Tharanikaran, 2017; 
Survicate, 2020; Gounaris, Dimitriadis and Stathakopoulos, 2010; Wang, Y. 2016). Various studies in visitors’ 
satisfaction at a specific destination pinpoint that a high level of satisfaction encourages destination revisits, 
free promotion, and advertisement through word of mouth and financial competitiveness. Many studies argue 
that satisfaction is a crucial antecedent for loyalty in reviewing and word of mouth (Mostafavi Shirazi, 2016). 
According to the results of ACSI (American Customer Satisfaction Index), customer satisfaction is related to 
economic performance. Thus, higher levels of customer satisfaction, lead to increased financial returns in 
comparison to the competitors. Moreover, satisfied customers are willing to pay more for products and services 
and support the destination in periods of crisis, increasing the growth of the gross domestic product. 
3. Case Study Area 
Lesvos is an island located in the North-eastern Aegean Sea and belongs to the North Aegean Region. With a 
total area of 1,636 km2 is the third biggest island in Greece after Crete and Evia. According to the Hellenic 
Statistical Authority (2018) data, the island's population is 86,436 residents. Lesvos has a fascinating 
Mediterranean mosaic of a well-preserved natural landscape with diverse ecosystems and it is a UNESCO 
Global Geopark for its ancient, petrified forest preserved by a massive volcanic eruption 20 million years ago. 
The island presents a diversity of man-made and cultural resources. There are six archeological sites and 
museums, three byzantine museums, and seven more modern history museums. Besides these, there are seven 
characterized traditional villages. The economy of the island is based on agriculture and services (including 
the tourism sector). Tourism on the island is not as much developed as in the other islands of the Aegean Sea. 
Still, the industry faces strong seasonality, small hotels of three or four stars, and tourism products mostly 
based on sea and sun, although the island offers many resources to differentiate the product and provide 
authentic activities to its visitors. Table 1 demonstrates the image of tourism in the island from 2010 to 2018 
as for the arrivals, the overnight stays and the occupancy in hotels. According to the Hellenic Ministry of 
Tourism, there are 6,723 hotel beds and 7,084 beds in secondary establishments in 2019. 
Table 1. Arrivals, overnight stays and occupancy in hotels in Lesvos from 2010 to 2018 
  2010 2011 2012 2013 2014 2015 2016 2017 2018 
Arrivals of foreigners 43.579 50.441 46.956 62.041 76.251 90.201 53.358 65.531 67.190 
Arrivals of nationals 59.746 58.869 48.669 48.469 46.257 41.432 38.525 47.000 45.392 










Overnight stays of natives 
178.49
7 






Occupancy rate 37,0% 37,1% 28,1% 32,4% 39,1% 39,8% 31,0% 33,1% 35,0% 
Source: Insete Intelligence (2020) 
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Lesvos as a destination for the last ten years, has faced multiple crises like the economic crisis of the country 
started back in 2009; the refugee crisis started ago in 2015 and until nowadays has a dramatic effect in the 
image of the destination, the consequences of Thomas Cook bankruptcy, and BREXIT. Due to all those crises 
affecting the tourism product, the island did not follow the evolution in those last years. The most interesting 
element is though, the sustainability of the tourism product that has to offer as the destination gradually 
managed to overcome all the above crises. As Constantoglou and Prinitis (2020) point out, the island will face 
a new era of crises because of the geopolitical instability between Greece and Turkey and mostly because of 
the crises caused worldwide from COVID-19. 
4. Methodology 
The islands of the North Aegean Region have created a Destination Management Organization. The founding 
purpose of the DMO is tourism planning and management, along with the intra-regional coordination of the 
stakeholders to propose and implement specific and sustainable policies for tourism. The vision and mission 
of the DMO is the transformation of the North Aegean islands into a destination of high added value that offers 
to its visitors' high standard experiences all year round. Through a holistic approach, the DMO will ensure that 
tourism in the post COVID era will add value to the economy, social fabric, the physical and man-made 
environment of this island region. Planning, development, and marketing must be based on research and the 
customer's needs to be effective. Thus, Destination Management should integrate both demand (customer 
needs) and supply (product and experience). The adaption of a holistic view in destination management will 
ensure that industry objectives are planned and managed to meet the needs and aspirations of the communities 
of the North Aegean Region islands and the context unique of the destination. The most important key outcome 
of holistic destination management is a resilient and robust tourism industry with a dynamic and adaptive 
product that adapts the visitor's needs and the community as the destination evolves and matures. In this case, 
primary and secondary research to inform both planning and implementation is crucial and will keep a well-
managed destination that has to offer relevant products and experiences. 
It is the first attempt to conduct visitor satisfaction research on the North Aegean Region islands and, more 
precisely in Lesvos to the author's best knowledge. The paper analysis the primary results of this research. The 
tool of this research was a self-completed questionnaire consisting of sixty questions. The questionnaire was 
in google forms and was distributed to the visitors during their departure from the island's airport in QR code 
during 1st to 21st August 2019. In this way, visitors could complete the questionnaire even after arrival to the 
origin-destination and at the most convenient time. According to the Airport's Authorities during that period 
in 6,976 passengers were departing from the airport. The passengers, older than 18 years old and younger than 
65 years old, were approached at random, they were informed of the survey's nature and asked to complete the 
questionnaire. Six hundred questionnaires were distributed, and 201 filled questionnaires were collected 
(response rate 33.5%). In designing the questionnaire, the concerns of the local society, those of the authorities 
and the stakeholders, and similar other studies were published in journals. The first section of the questionnaire 
investigates the overall quality of the tourism experience in the island. The second part asks about the visitor's 
beliefs on the competitive advantage of the destination. In the third part visitors were asked about their 
perceptions about the island's brand name. In the fourth part they were asked about the level of satisfaction 
regarding the visit. The fifth part had general questions about the organization of their trip. Finally, in the sixth 
section, they were asked to give the necessary personal information. The data collected were statistically 
analyzed using the Statistical Package for the Social Sciences (SPSS) version 22.0. Descriptive statistics were 
used to investigate visitors' perceptions of the destination Lesvos. 
5. Results 
5.1 Quality of tourism experience. When visiting Lesvos, considering the quality of tourism experience, the 
first phase focuses on transportation from and to the island. The second question is about the easy access to 
information about the destination. 78.6% of the respondents think that they had easy access to the island while 
10% disagreed and 11.4 neither agreed nor disagreed. The information 75.6% believes that they had easy 
access to all the information about the destination.  
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Figure 1. Easy access to information about the destination 
Source: Survey Data 
 
Figure 2. Unique touristic locations, historical and cultural heritage 
Source: Survey Data 
According to their experience on the island, they (95.6%) argued that the weather conditions were excellent. 
A percentage of 71.1% has felt that Lesvos island has a rich historical and cultural heritage. They also point 
out the high quality of accommodation (63.7%), while gastronomy and pure, authentic tastes are also highly 
rated by 79.1% of the respondents. Overall, they have declared (76.1%) that the island provides high-quality 
services (76.1%). They had a variety of entertainment activities to follow (18.4%). It is a very interesting point 
as the respondents believe that the destination meets their needs and prospects, but they had a few 
entertainment options.  
84.1% believe that the value for money is very well balanced as the destination's pricing is very good. 68.2% 
of respondents have found that the environment is clean. Their perception of the information they had during 
their visit on the island they believe that it was user friendly (75.2%). As far as security and safety is concerned, 
77.1% felt safe and secure on the island and only 6% did not. On the other hand, there is a percentage of 16.9% 
who could not decide. 
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Figure 3. Variety of entertainment activities to participate 
Source: Survey Data 
 
Figure 4. User of friendly information 
Source: Survey Data 
 
Figure 5. Sense of security and safety in Lesvos 
Source: Survey Data 
Finally, they have underlined the good communication they had with the local population and they have stated 
that "the population is friendly and authentic" in a percentage of 81.1%. Only 7% had a negative perception of 
communication with the locals. 
5.2 Beliefs for the competition of the destination. Due to the tourism industry's developments and changes 
in consumer behavior, more destinations, more choices of accommodation, and a wide range of activities are 
now offered to tourists. Every destination offers a variety of products and services to attract tourists. Therefore, 
it is essential to know its strengths and weaknesses, which will affect the repeat visits and the nature of world-
to-mouth communication. 
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Figure 6. Friendly and hospitable locals in Lesvos compared to other destinations 
Source: Survey Data 
Moving towards the second part of the research which is concerned with the beliefs on the competition of 
destination, the following results were gathered. Respondents believe that compared to other destinations 
Lesvos has better weather conditions (77.6%) due to the number of sunny days all year round. They find easy 
to reach the destination (64.8%) where they find unique touristic resources like historical and cultural heritage, 
local traditions, local cultural and unspoiled natural environment (66.2%). They feel that the natural 
environment is very well preserved at the destination (55.7%) or well protected (31.8%) compared to other 
islands and destinations that they have visited. Additionally, they find locals to be friendly and hospitable in 
Lesvos compared to other destinations, the 85.1% supported that the locals were very friendly and hospitable 
in comparison to other destinations, while almost the 21% could not state it for definite.  
 
Figure 7. Good communication with local people 
Source: Survey Data 
Deciding the pricing for the products is no easy task. Price is a crucial factor a customer will consider when 
making a purchasing decision. Customers are price sensitive and browse through the market for price 
comparison and choose one that offers the best deal. Therefore, it is supported that when comparing to other 
destination the prices in products and services are good as the 72.7% of the participants reveal. Yet, there is a 
21% that was not convinced by the prices. 
Taking into consideration the quality of touristic experience in the question about the commitment to provide 
quality touristic experiences compared to other destinations, it is interesting to see that the 43.3% was not in 
the position to classify their experience and for that reason they could not state for sure whether they agree or 
disagree with the statement. Only the 48.7%, which is not as high as it was expected, argued that they had an 
excellent touristic experience during their stay in Lesvos. According to the question about the relevance 
between quality and pricing for all services provided and activities compared to other destinations, the 75.1% 
stated that there is a good balance between quality and price for the products and services offered, although 
there is a 20.4% which is not certain about this balance. One of the most important factors that keeps the 
visitors visiting the destination is the security of the place. A percentage of 59.7% answered that they felt safer 
and more protected in Lesvos rather in other destinations but there is also a 33.3% that could not give a straight 
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answer. Finally, what it is also examined in the research is whether the interconnections between Lesvos and 
Intermediates, like travel agencies and airline companies, promote Lesvos Island as a touristic destination. A 
55.7% agreed that there is a great interconnection, while the 33.3% either agreed or disagreed and the 8% 
disagreed with the statement. This question shows that the island is not a destination well promoted by travel 
agents through Europe and this is also supported by a previous question that shoes that most of the respondents 
travel alone or with their families but the least of them travelled with a group although the survey was 
conducted during August. 
5.3 Destination branding. The destination branding is an important element in tourism due to the role that it 
can have in the intangible nature of consumer decisions (Pike et al., 2019). Due to the intangible nature of 
branding (Pike et al., 2019) and the dynamic nature of its perception over time and space (Kim et al., 2019), 
the measurement of destination image should reflect both cognitive and emotional aspects (Byon and Zhang, 2010). 
Destination branding is the foundation which creates a positive image and unique identity of every place. 
Brands refer to almost every aspect of tourism products and services, tourist behaviors, choices, destination 
images and should be promoted through internal and external marketing efforts. This is particularly important 
in-service industries, where customers' experiences are created by interaction with employees and locals. In 
terms of tourism destination branding, the role of local people is essential.  
 
Figure 8. The destination of Lesvos is peaceful, secure and pleasant 
Source: Survey Data 
When visitors come to a tourism destination, they encounter not only specifically designated service employees 
but also the general local population. In the research, 92.6% argued that Lesvos had many friendly locals and 
only a small percentage disagreed. Destination branding can benefit significantly through smart and well-
chosen associations with the landmark, raising not only awareness but helping to grow the brand and enhance 
its story. The 84.6% argued that the Island had beautiful landmarks that aimed to do more than just raise 
awareness; it can help to create a mutually beneficial glory for both the brand and the landmark. 
 
Figure 9. The destination of Lesvos has high hygiene standards 
Source: Survey Data 
As it is already mentioned, security and safety play an important role in tourism and in fact it could be another 
aspect that adds to the creation of an unforgettable brand. An 89% supported that Lesvos is a peaceful, secure 
and pleasant destination both for families (88.6%) and couples (81.6%) and it is mostly suitable for relaxing 
holidays as the research affirmed (93.1%).  
    Business Ethics and Leadership, Volume 4, Issue 3, 2020 
                                                                                                                                       ISSN (online) – 2520-6311; ISSN (print) – 2520-6761 
93 
 
Figure 10. The destination of Lesvos is authentic 
Source: Survey Data 
 
Figure 11. Experience appraisal 
Source: Survey Data 
Yet, measures should be taken to increase hygiene standards, which leads to the increment of tourists’ arrival. 
31.3% believed that steps had not been taken properly and the 30.8% supported that they are low. Only 47.3% 
agreed that Lesvos as a travel destination follows high hygiene standards. 
 
Figure 12. The destination of Lesvos is very familiar to me 
Source: Survey Data 
Additionally, destination brand authenticity directly influences recommendation intention and indirectly 
influences revisit intention. Thus, 88.1% of the survey participants believed that Lesvos is an authentic 
destination and the 191 out of 201 in total visitors participated in the research had a positive experience in 
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Lesvos. However, 35.3% did not feel that Lesvos offer an awakening experience in comparison to other 
destinations. 
5.4 Awareness of the destination. Awareness is a term that is commonly used in consumer behavior. It relates 
to the brand or product that first comes to mind measured by the unaided recall. This research has 
operationalized awareness of whether an individual had heard or recognized a destination by name or the 
destination that first comes to mind when considering taking a trip.  
 
Figure 13. The destination of Lesvos came first to mind when compared to other destinations 
Source: Survey Data 
Therefore, answering the question if the destination of Lesvos is very familiar to them, the results showed that 
the 54.2% were very familiar with Lesvos as a percentage of almost 30% were repeaters as seen in the previous 
question, the 29.4% had neither positive or negative information to provide, and 16.4% that was not familiar 
to Lesvos. In the question whether Lesvos is coming first to their mind when compared to other destinations 
exhibits that only a 39% recalled Lesvos when they were thinking of destinations, the 32% disagrees or 
disagrees, 29% neither agrees or contradicts, meaning that they cannot consider Lesvos as the first destination 
that came in their mind when was compared to other places. Given the above results, the destination must plan 
more specific, practical, accurate and well-promoted media campaigns to be more recognizable. Another 
interesting part that is covered in this section is the extent to which Lesvos’s products are well known. 
Understanding the tourist product is a prerequisite for effectively marketing a destination or a tourist business. 
Tourist products have a complex nature. They consist of numerous components in which each one is playing 
a distinct functional role in categorizing tangible and intangible elements. These components complement each 
other and enable tourists to be engaged in an activity either in one or multiple destinations. Additionally, these 
elements allow facilitating the transition to the destination and social reproduction during the trip. It is good to 
know what products the tourists consume when they arrive in Lesvos and whether they have managed to satisfy 
their primary or secondary needs. 66.1% was aware of the local products that are produced in Lesvos, such as 
Olive oil, Ouzo, Graviera and Feta. 16.9% of participants did not know any of the above-mentioned local 
products and 17,4% could not provide either positive or negative information. 
 
Figure 14. The destination of Lesvos is well known for its petrified forest 
Source: Survey Data 
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UNESCO recognizes Lesvos island as Global Geopark. The analysis reveals that less than 50% were aware of 
this unique product or visited the site. A 28.8% did not know Lesvos for this unique tourist product and a 
22.4% did not provide valuable information for the given question. Additionally, Lesvos is not known for the 
hiking activities that are provided in the countryside since the 33.35% were not informed about the event and 
31.3 % did not give any information, either negative or positive, to support the research. Only a small number 
of visitors, 35.4%, knew about those kinds of events. 
 
Figure 15. The destination of Lesvos is well known for its cultural heritage 
Source: Survey Data 
The destination of Lesvos is well known for its cultural heritage. The 53.7% were totally informed about the 
cultural heritage of Lesvos, a 20.4% did not know anything about the rich treasure of the island while the 
25.9% did not give any information to evaluate the question. 
 
Figure 16. The destination of Lesvos is well known for its authenticity 
Source: Survey Data 
The research also examined the extent to which Lesvos is known for its authenticity. Authenticity is a complex 
idea, different for almost every individual, and it is associated with the natural and man-made environment. 
Authenticity is becoming an increasingly valuable commodity in the tourism industry, as more and more 
tourists seek to immerse themselves in local cultures and environments. The research showed that at least half 
of the participants (54.7%) believed that Lesvos is an authentic destination. On the other hand, the number that 
did not think this reaches 15%, and 30% cannot provide valuable information. 
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Figure 17. The destination of Lesvos is well known for the refugee crisis of 2015 
Source: Survey Data 
Furthermore, 57.2% argued that it has adequate knowledge about the island and 17.4% did not. An increased 
number of participants, 25.4%, did not provide any positive or negative information. Finally, it is interesting 
to notice that most of the participants (90.6%) knew Lesvos because of the refugee crisis in 2015. Their 
willingness to visit the island did not change as they have stated, despite what they have heard on the news or 
what they have seen in the social media. 
5.5 Tourist Satisfaction. 76,1% of the participants agreed that Lesvos destination is better than expected, 
while 18.9% were not positive or negative and only 5% did not believe that Lesvos destination was better than 
it was expected. In general, 160 tourists out of 201 argued that Lesvos Island had more advantages than 
disadvantages and only 43 of them were unsure about the destination. In general, 181 answered that they were 
delighted with their vacation to Lesvos, 11 out of 201 were unsure and only nine were not satisfied with their 
visit in Lesvos. 
 
Figure 18. The destination of Lesvos is better than expected 
Source: Survey Data 
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Figure 19. General satisfaction level  
Source: Survey Data 
5.6 The respondent’s profile. The analysis shows that 58.8% of those who participated in the research were 
female and only 37.7% were male, while a small amount preferred not to say. Almost the half of them (47%) 
was over 45 years old, 18.7% belonged to the age group 35-44, 18.2% to the 15-24 and 16.2% to the 25-34 
age group. Regarding visitors’ nationality, it is identified that from the 201 participants, 63 (34.2%) were 
Greeks, 59 (32.6%) came from the Netherlands, 17 were Danish, 12 British, and five arrived from Belgium. 
Other nationalities monitored were the Australian, Czech, German, Italian, Norwegian and Swedish. 
Regarding the educational background from the 191 responses the 48.2% owned a bachelor’s degree, 24.6% 
attended the high school, 21.5% had a master’s degree and 5.8% a PhD degree. The 38.8% argued that the 
family income exceeded the 40,000 Euros, the 29,5% belonged in the group between 20,001-40,000, the family 
income of the 24,6% was between 10,001-20,000 and finally only the 7.1% had income less than 10,000 Euros. 
Yet, 77.2% of those who visited Lesvos are employed and 10% only were unemployed. Among the visitors, 
there is a percentage that is also retired, students, businessmen, etc.  
Table 2. Respondents’ Profile – socio-demographic information 










Country of Residence 
Australia 3.8 
Belgium 2.7 




The Netherlands 32.0 
Poland 1.6 
Education 
High school 24.6 
Bachelor 48.2 
Master’s Degree 21.5 
PhD 5.8 
Total income 
Less than 10.000€ 7.1 
10.001€ - 20.000€ 24.6 
20.001€ - 40.000€ 29.5 







Source: Survey Data 
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5.7 General questions. Most of the tourists visited the island (39%) have stated that they are travelling twice 
a year, 27.5% are travelling only once, 20% three times and the rest more than three times a year.  
 
Figure 20. In general, how many times you go on            Figure 21. How many nights do you stay? 
          vacations throughout a year 
Source: Survey Data 
 
Figure 22. Amounts of times you have visited before the island of Lesvos 
Source: Survey Data 
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Figure 23. Who/Whom accompanied you in your holidays (%) 
Source: Survey Data 
Out of the 201 given answers, 39% stated that they are going on vacation twice a year, while 27.5% one time 
a year only. 20% of the total were these people going on vacation three times in a single year and 13.5% more 
than three times a year. The 37.5% stayed for six to eight nights, 24% more than eleven nights and 23% three 
to five nights. It is only 15.5% that preferred to stay from nine to eleven nights. According to the research, the 
results showed that 49% of participants have never visited Lesvos before. 31.5% have seen Lesvos for more 
than once, 11.5% one time and 10% twice. Most of the respondents, 84.9%, visited Lesvos with friends and 
families and a low percentage either alone (6.8%) or with organized groups (6.3%). According to their stay, 
most of them (77.8%) have stayed in the Municipality of West Lesvos in areas like Molivos, Eftalou, Petra, 
Anaxos, Eresos, Sigri and the rest in the Municipality of Mytilene.  
Most respondents have chosen to stay in hotels (53.6%), while 20.6% have stayed at rented rooms and 16% at 
friends and relatives. Yet, it is noticed that visitors also selected to rent through AirBnB in a percentage of 
5.2% while others stayed at rented apartments 8 (4.1%) and few of them at their own second homes (3.6%). It 
is vital to identify the main reason for visiting the island and tourists the island attracts. Therefore, it is observed 
that 32% of the study’s participants came to Lesvos for leisure. Also, 25% visited Lesvos due to its natural 
beauty and 17% for visiting friends and relatives. Cultural tourism is gradually becoming popular in Greece 
and Lesvos. Thirty-four participants (17%) arrived in Lesvos to visit cultural attractions, while 20 of the total 
participants (10%) travelled for spiritual or religious purposes. The tourism sector aims to cater to the needs 
and preferences of all types of tourists, and it seems to consider specific areas of their interest. Consequently, 
the different tourist attractions identified from the research are bird watching, ecotourism, hiking, windsurfing 
activities, and sports or business. 
6. Conclusions, Discussion and Recommendations 
The vision of the North Aegean Region DMO is to create and establish a competitive strategic framework for 
tourism that will deliver a clear, strong and attractive image of the destination. Branding, positioning and 
targeting of the tourism product are necessary. Suppling tourism products of high added value is a significant 
condition for a competitive advantage to be created and promoted. Sustainable development should ensure 
businesses economic viability, the protection of the island's natural and cultural environment, and social 
integrity. Product portfolio management, together with targeted promotion campaigns, will have as a result, 
the leverage of the tourist traffic. Sustainable tourism development will increase employment and revenue for 
the destination and the enterprises. The main objective of this study undertaken by the DMO of the North 
Aegean Region is to gain knowledge from the destination's visitors. More precisely, to take answers on 
fundamental questions about the visitor's profile, their beliefs on the quality of the experience at the destination, 
their perception of the competition and their image about the island and their satisfaction levels after their visit. 
Data gathered will be used to integrate tourism planning to be rational, tourism policies to be sustainable and 
realistic and management to be practical and relevant with the objectives initially pointed out from planning. 
It will be the base for tourism in the island to be sustainable and resilient through time and space. Necessary 
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research restrictions were the period that the research took place during August 2019. August is the central 
touristic time for the island and Greece in general. This research should be ongoing through the years and year-
round for the DMO to be able to see changes in attitudes and the image of the destination and to be able to 
draw meaningful conclusions and in policies that lead to sustainable and resilient tourism policy. 
About the profile of the visitors, most of the participants of the survey were middle-aged women. Lesvos is 
attracting Greek tourists but also Dutch, British and Belgians. They all have a perfect educational profile with 
a BSc or higher together with a high income. Most of them are travelling for vacation more than twice a year 
(82.5%) with their friends or families and they stay for more than six nights at the destination, which means 
that the island attracts well-educated tourists with high income. The most exciting finding is that 53% are 
repeaters since they have visited the island before more than once, while 31,5% have visited the destination 
more than twice. That means that the destination has a high degree of loyalty. They prefer to stay in well-
established micro-destinations of the island and hotels. They are also attracted by the human and cultural 
capital of the island, as they have stated. According to the quality of the experience, they affirm positive in 
transportations means and services. They have a very positive image of the natural and cultural capital of the 
island, but they are not satisfied with the information they had about entertainment activities that they could 
attend. They also feel safe and secure at the destination an aspect extremely important for Lesvos as the island's 
image, especially on these two issues, is damaged after the refugee crisis.  
As for the competitive advantage of the destination they strongly believe that this is oriented by the authenticity 
of the natural and cultural environment, the local people and their traditions. The value for money is well 
balanced. Although they have an overall very positive experience and believe in the authenticity of the 
destination they underline with their answers that the island is not well-promoted by travel agents in their 
countries of origin thus, it is not the first that will come in their minds when thinking about island destinations. 
On the contrary, they are aware of the local products like ouzo, feta and olive oil. Interesting also is that almost 
have of them know that Lesvos is a UNESCO Global Geopark and they have visited the site. Efforts should 
be made here for stakeholders to work more closely together to create unique touristic products. It is extremely 
critical to rebrand the destination from the distorted and inaccurate image created by the refugee crisis 
worldwide. Lesvos as a destination has loyal tourists of high educational level and income that, despite the 
crisis that the tourism product has been through those last five years, are repeating their travel to Lesvos. They 
strongly support destination authenticity compared to other island destinations and its natural and cultural 
capital. What island destination management should do is together with the relevant stakeholders to carefully 
study the island's visitors' perceptions and compose and promote unique products and experiences. At the same 
time, weaknesses of the destination indicated by the survey should be taken into serious account from the 
DMO, tourism authorities and the stakeholders. Issues concerning information availability or access to 
information about events that visitors might be interested in attending, accommodation quality (that needs 
private investment) and quality products and experiences in the destination that has to be properly promoted 
are the most interesting findings of the pathogeny of the tourism product of the island. 
The rapidly spreading of the COVID-19 pandemic has wreaked global catastrophes. The COVID-19 pandemic 
has halted mobility globally on an unprecedented scale, causing international tourism neoliberal market 
mechanisms to be severely disrupted as noted by Ioanides and Gyimothy (2020). The impact of this pandemic 
to the tourism supply chain and to all those related to the visitor economy on a local, regional, national or 
global level, have suspended operations and now are trying to restart in conditions of extreme uncertainty. One 
out of ten people at a global level is working on the tourism sector, meaning that the impact of COVID-19 on 
the labor force of the sector is devastating. Many destinations that were mainly depended on tourism are 
strangling to find solutions for the future. Indeed, the sustainable development model has mostly failed to 
address the 21st century's challenges.). COVID-19 can be seen as a result of neoliberal globalization and time-
space compression (Higgins-Desbiolles, 2020) and is forcing expansion in human consciousness that will make 
humankind better able to address global problems (Galvani, Lew and Sotero Perez, 2020). Travel and tourism 
should adopt the expansion and awakening of global consciousness as a fundamental and transformational 
value in the products and experiences it offers. The resilience of growth in international tourism numbers and 
the capacity of tourism to rebound from the crisis has long been recognized (Hall, Scott and Gossling, 2020) 
but the essential point is tourism to restart more sustainably by enhancing our knowledge of the world, our 
sense and appreciation of environmental beauty, and by qualitative and authentic improvements of 
places(Galvani, Lew and Sotero Perez, 2020). Lesvos and the islands of the North Aegean Region have never 
been a top-rated touristic destination. Here Sustainable Goals can find suitable soil to grow. Destination 
management in these islands must promote the authenticity of the natural and cultural environment and to 
create experiences of high added value for the visitors and the locals. 
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